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Abstract 
Based on the literature of marketing communication, this article takes into account the company's marketing decision to adopt  
and implement corporate communication strategy. The corporate communication, built on a communication mix, properly chosen 
according to the company's marketing objectives, will result in increased consumer loyalty to products, brands, as well as a better 
market positioning reference. Therefore, sales-oriented companies will put the spotlight on the sales forces capacity to develop a 
long-lasting relationship with their customers, and this fact can be achieved by adopting a strategy based on the concept of sale.  
The article also presents the specific objectives achieved by the forces of sales and communication techniques necessary for 
carrying out their activities.
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1. Introduction 
A company that operates in a competitive field of activity will have to find a solution for building a strong market 
considered a strategic marketing issue that requires making the right grounded marketing decisions proposed and 
implemented by marketing specialists in collaboration with other sales, public relations professionals within the 
company. The corporate communication can be achieved through a series of specific objectives including the one 
related to building or strengthening the company's corporate image among its consumers. 
In the marketing literature, the corporate communication issue was extensively discussed by several authors, who 
explained what this concept practically means. Thus, Cees B.M. Charles J. Fombrun and Van Riel (2007) believes 
management communications. By corporate communication we mean coherent approach to the  developpment of 
communications in organizations, one that communication specialists can adopt to streamline their own 
 
Corporate communication can be defined "as the set of activities involved in managing and orchestrating all 
internal and external communications aimed at creating favorable starting points with stakeholders on which the 
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company depends." The companies marketing decisions follow to achieve their  strategic objectives by addressing 
the specific techniques of corporate communication. 
eting specialists within the company are 
determined to implement an integrated marketing communications strategy to enhance corporate communication 
and adopt a strategic communication plan established by a large intake of marketing, public relations and sales 
professionals. 
 
However, corporate communication involves building and strengthening the company's image through corporate 
communication strategy based on promotional communication techniques such as: advertising, sales promotion, 
sales forces, public relations and direct marketing. Thanks to the particular sales forces, due to the advantage offered 
frequently moving towards the use of these communication techniques to achieve the communication objectives 
proposed. 
2. The Objectives And Characteristics Of The Sales Forces 
By the specific activities of the sales forces, they can come in direct contact with potential customers and 
communicate with them constantly, building a solid lasting relationship. The main features of the sale forces, 
regarded as a promotional communication technique, are as follows: a strong interaction with the current and 
potential customers, cultivating long-term relationships with their clients, influencing attitudes and behavior of 
target audience through the process of communication, the ability to obtain high feedback from customers. All these 
features are visible in the daily work done by these sales forces. The specific activities of sales forces differ from 
adopted sales techniques marketing strategies, etc.. And they can be grouped into the following categories: 
communication, selling, relationship, team selling and database management (Paolo Guenzi, 2001).  
Also, by tracing the specific objectives achieved by the sales forces, there can be described tasks, activities which 
will be performed by them within companies. We can mention as objectives, market prospecting, marketing research 
collection of specific information needed to build the database with customers, identifying direct competitors, 
adopting the sales techniques capable of leading to a competitive position, capable of implementing marketing 
programs focused on the use of sales forces. 
3. Corporate Communication Strategy    
To meet the opportunities of a competitive environment and prevent threats caused by a high competitive rivalry, 
or difficulty of predicting the future actions of the main competitors, the sales forces must be able to draw an action 
plan focused on specific stages of corporate communication strategy. 
The first stage concerns the analysis of the communicational aspects of the identification of communication 
problems. These communication problems may consider whether the sales forces know, or not, all the aspects of 
promoting the company's products, if the sale forces properly understand the related communicational promoted 
products message that will be sent to the target audience, if in the presentation stage of the product in front of 
potential customers, the sales forces are backed up by promotional techniques support, whether or not there is 
cohesion, team spirit within and between marketing, public relations and sales departments, if there are chosen the 
most effective communication channels that correspond to the nature of the promoted product and the target 
customer profile. 
This communicational analysis must reflect the real problems existing in the product to be promoted. As direct 
methods used are surveys and qualitative research among both customers and company employees working in 
departments of sales, marketing and public relations. The sales forces will be informed of these results and will be 
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instructed to continue the communication approach. Thus, the next step, positioning, requires a correct 
understanding of the concept of sales forces and their ability to communicate with potential customers about 
promoting the product positioning in relation to other competing products. 
By positioning, marketers understand how consumers perceive the promoted product in relation to other 
competing products. Because, ultimately, there is a matter of perception, (Ries, Trout, 2001) suggests the need to 
know the following: What position do you currently own and want to own?, Are there resources to keep maintaining 
current positioning?, Is there a set of technical support to achieve the chosen positioning objectives? All these 
answers must be known, and then sales forces be informed because they will directly carry the communicational 
positioning message to the target audience. 
To establish the communication objectives, i.e. the third stage, involves their linking to both  marketing and sales 
objectives and they can be on the watch to inform customers about the appearance of a new product, to  present the 
advantages characteristics of the promoted product, to attract a certain category of the customers to the product 
promoted, to eliminate any purchase brakes, to build a positive image for the product, etc.. The sales forces must 
meet these objectives through the company's activities for the target customers. Training, maintenance and 
development of customer database is the next stage of strategic communication approach. In order to have positive 
of the relationships with customers. 
Kotler and Keller (2009) mention five ways to use database marketing: to identify prospects, to decide which 
customers should receive a particular offer, to deepen customer loyalty, to reactivate customer purchases and to 
avoid serious customer mistake. 
As sales forces are those that maintain and develop long-term relationship with actual customers effective, 
relationship approach companies implements this concept to achieve a competitive advantage on the relevant market 
orientation of the firm privileging the aim of maintaining and strengthening relations with current clients, rather than 
communication skills, so as to implement the concept of sale as bilateral. The concept of sale, as bilateral, involves 
identifying customer buying motives by creating a communication flow between the two partners, the potential 
customers and sales forces (Miller and Heiman, 1989), the latter demonstrating their competence to get the 
 
Further on, the sales team, trained in cooperation with the other departments, marketing, public relations, will 
seek the best means of transmitting the communication message to the target audience. A proper understanding of 
the message communication is built by starting from the position chosen that should reflect itself positively upon the 
direct contact with potential customers. 
The next step is to choose the media communication techniques support that are designed to back up the sales 
forces at the time of presenting the promoted product to the potential customers. No matter how competent and well-
trained are the sales forces at sales techniques, they would fail to achieve the proposed objectives unless they are 
supported in their work by this technical support. Support communication techniques mean those means of 
communication specific to promotional tools, such as: advertisements, commercials, flyers, brochures, catalogues, 
promotional gifts, promotional contests, discounts, news articles, events, direct marketing aimed at sending a 
message built on unique communication about the promoted product positioning in order to determine potential 
customers make a purchase. 
The decision of choosing the communication techniques support is made having regard to numerous criteria, 
including: promotion campaign budget, target customer typology, the nature of the product promoted, competitors, 
etc.., But, they always have to bear in mind to achieve the objectives set by the marketing communication programs 
of the company. 
The last stage of corporate communication strategy envisages specifying methods for assessing the strategic 
communication approach, stage-specific instruments are decided by marketing research sales forces in collaboration 
with the marketing department and they will analyze the results of the implementation of corporate communication 
strategy. 
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4. Conclusions 
In the event of strong competition between competitors with marketing vision, becomes necessary to adopt a 
is possible by implementing a corporate communication strategy adopted by the specialists in the departments of 
marketing, public relations and sales. The sales forces focus on the specific activities is determined by, namely, 
namely, the direct contact with the target audience. Putting the focus on the sales force skills and competencies 
allows a redefinition of their role in building corporate communication. This guidance will increase the chances of 
achieving marketing objectives by concentrating all the efforts of the specialists in the company to win the loyalty of 
the target consumers and to maintain the competitive position held on the relevant market. 
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